Abstract: Grounded theories and literatures on service innovation have gradually changed the mindset of authors who perceived service innovation to be similar to product innovation. The depth review in service innovation literatures helped in identifying major issues that is the factors affecting innovation were mostly based on product and specific to firm perspective. Thus, this study attempted to identify the factors and classify them from both customer and firm perspective. Qualitative approaches such as focus group discussions and in-depth interviews were adopted and opinion was recorded from service firm's customers of South India. The study resulted in six internal and seven external factors from firm perspective and four internal and seven external factors from customer perspective. For decision makers/managers of the service firms this study helps in understand the major factor thereby by taking special effort on overcoming the barrier would facilitate in selling their service innovations to target customers.
Introduction
In marketing, product and goods were preferred compared to services. All the approaches and strategies in marketing were related to products and goods known as goods-dominant logic (G-D logic) . The unique characteristics of services like intangibility, inseparability, heterogeneity and perishability would lead to specific problems for service marketers and creates a necessity to initiate a specific strategy to deal with it. It is very difficult to approach service similar to product because of these characteristics (Regan, 1963; Bessom and Jackson, 1975; Berry, 1980; Carman and Langeard, 1980) .Specifically, in the area of innovation researchers perceived that innovation in service research is same as the product innovation research (Vargo and Morgan, 2005) .
There are certain factors that act as barriers/facilitators for innovation. The existing literatures (Larsen and Lewis, 2007; Lin et al., 2010; Boxer and Rekettye, 2011) have identified and classified the factors affecting innovation.
The factors which were noted in the literatures were not classified and analysed based on service/manufacturing firms. Majority of the researchers (Salomo et al., 2003; Lin et al., 2010) conducted their study on identifying the factors were related to manufacturing firms compared to service firms, since service sector is differentiated from manufacturing sector based on its characteristics, there need for an exclusive study on analysing the factors that affect or facilitate service innovation. Secondly, the focus from customer perspective was not highlighted in the earlier literatures. That is, the literatures did not discuss on what are the factors that affect customer in purchasing/adopting the innovative services from a service firm. Thirdly, there are only nine major factors discussed in earlier literatures whereas, it is to be noted that there is a possibility of other factors that may affect innovation process of a service firm. Thus there emerges a need for identifying the major factors and other factors that act as barriers or facilitators for innovation activity of service firm/industry. Based on the above literature gaps the following statement of problem is framed:
What are the factors that affect service innovation internally (firm's perspective) and externally (customer perspective)?
The research question could be answered by framing two major objectives: 1 to identify and classify the factor that affects service innovation from the perspective of firm 2 to identify and classify the factor that affects service innovation from the perspective of customer.
This above objectives could be answered by identifying the internal and external factors that affect the customer acceptance of service innovation and internal and external factors that affect the firm by conducting focus group discussions with customers and in-depth interviews with various levels of management through exploratory research methods in three different service industries such as education industry, banking industry and retailing.
Review on factors affecting innovation
Literatures related to innovation specified a group of factors that act either as barriers or facilitators of innovation and classified these factors in different ways. Martikainen (2008) classified factors of innovation as economic factors (such as economic risks, expenses of innovation, and being short of financial support), internal factors (like market information, personnel, arrangement of the organisation, and lack of technical information) and other factors (which include lack of knowledge on customers' attention, suppliers and competitors). Similarly, Larsen and Lewis (2007) classified factors as marketing factors, management and personal characteristics factors, financial factors and other factors. On the other hand, Segarra-Blasco and Arauzo-Carod (2008) studied the factors as market factors, cost factors and knowledge factor. Further many authors specified different factors like international market characteristics, suppliers and customer opinions, competitors, domestic market characteristics, strong project leaders, access to financial, personnel resources, skills, taxation of new products, process and services, government tax (Foley and Gren, 1995; Knight 1996; Tidd et al., 1997; Pihkala et al., 2002) . In this study, these factors are classified into internal and external factors, where internal factors refer to those factors that act either as barrier or facilitator which could be controlled by the firm and external factors are those which are outside the preview of the firm (Sridhar and Ganesan, 2015) . A list of studies, which articulates the internal factors that act either as barriers/facilitators for innovation activities adopted by firms, was reviewed. Among the internal factors, five major factors discussed by earlier literature were taken into consideration. The major internal factors are: 1 financial factor 2 internal structure 3 human resource 4 risk taking 5 age and size of the firm.
On the financial factor, many researchers (Birley and Niktari, 1995; Uzun, 2001; McAdam et al., 2004; Galia and Legros, 2004; Larsen and Lewis, 2007; Canepa and Stoneman, 2008) have viewed the lack of financial resource act as a barrier to innovation activities of the firm. On factor named internal structure of the firm, researchers (Sapolsky, 1967; Damanpour and Gopalakrishnan, 1998; Hadjimanolis, 1999) viewed proper internal structure of the firm facilitates innovation.
Considering the third internal factor namely human resource management, authors discussed that proper management of talented and skilled employee resource would help the firm to frequently innovate (Von Krogh et al., 2000; Pihkala et al., 2002) . Employee higher education (Piatier, 1984) , strong project leaders skills, experience and good judgment (Foley and Gren, 1995) , qualification of the staff members (Mohnen and Rosa, 1999; Napier et al., 2004; Ren, 2009) , knowledge management (Darroch, 2005) are some of the factors considered. Factors such as reciprocal benefits, knowledge self-efficacy and enjoyment in helping others (Lin, 2007) and attract creative talent (Sund, 2008) acts as facilitators for innovation. On the other hand, certain other researchers stated that lack of knowledge among employees acts as a barrier to innovation (Martikainen, 2008; Segarra-Blasco and Arauzo-Carod, 2008) .
On risk taking ability of the firm on innovation, authors have identified that willing to take risk facilitates innovation activity (Uzun, 2001; Machogu and Okiko, 2012 ). Staff's qualification and externality benefits reduce risk during innovation (Knight et al., 2003) . Privacy, trust, security, and risk concerns are the major factors to be considered during innovation (Lichtenstein and Williamson, 2006) . Perceived risk may act as a barrier (Stendahl and Roos, 2008) . Economic risks are evolved during innovative activities Martikainen (2008) . Finally, authors (Kleinknecht, 1989; Yin and Zuscovitch, 1998; Churchill, 2000; Huergo and Jaumandreu, 2004 ) stressed on the age and size of the firm as factor as a barrier/facilitator of innovation where, new and small firms innovate frequently to sustain in the market over a long-term. Certain literatures (Davidsson and Delmar, 2003; Hansen et al., 2008; Roger, 2004) have found that age and size of the firm certainly affects innovation activities. Further other parameters were extent of scale economics and capital intensity (Audretsch, 1991) . On the other hand, Cohen and Klepper (1996) stated that R&D productivity declines with firm size. In contrast, Rogers (2004) described that larger firms are highly innovative compared to smaller firms.
External factors of service innovation were: Considering the customer orientation factor, many researchers (Foley and Gren, 1995; Salomo et al., 2003; Lin et al., 2010; Boxer and Rekettye, 2011) have stressed that understanding the customers' needs on innovation is the major factor to be considered during innovation. Other parameters were customer knowledge (Sawhney et al., 2005) , integrating customer with employee (Seegy et al., 2008) and lack of knowledge on customers' attention (Martikainen, 2008) . Though the orientation is performed within the firm it is the process that signifies the changes that happen in customer mind like change in demand for the products frequently, which could not be controlled by the firm and hence it is considered as an external factor. Similar to customer orientation, the competitor orientation factor is also considered as external factor by most of the researchers (Foley and Gren, 1995; Knight, 1996; Atuahene-Gima 1996; Crepon and Duguet, 1997) . The authors have noted that, for any firm to survive in competitive market the firm not only innovate but also focus on the measures taken by their competitor frequently, though they may not control the measures, the orientation helps in reacting quickly to the competitor's action. Focusing on the review on technology factor, authors (Moore and Benbasat, 1991; Ahuja and Katila, 2001; Verhagen and Dolen, 2009 ) stressed on the importance of cutting edge technologies. Some literature (Galia and Legros, 2004; Martikainen, 2008; Segarra-Blasco and Arauzo-Carod, 2008) cautioned that lack of information on technology is a major barrier for innovation. Hadjimanolis (1999) described that the difficulties in obtaining technical information act as a barrier for innovation. Finally, factor like government regulation were analysed by certain literatures like Allen et al. (1978) in their study stated that initiating mechanism, sustaining mechanism and restructuring mechanism are the three parameters under regulation factor. Similarly government providing information about innovations, financial support during development and procedural facilitation of development are positively related to industry's adoption decision for new innovation (Moon and Bretschneider, 1997 ). Government's norms and standards (Piatier, 1984) , government tax on innovation (Foley and Gren, 1995; Tidd et al., 1997) , government market regulation policies, labour and consumer protection policies, government's environment (Hadjimanolis, 1999) , taxation of product and process by government (Pihkala et al., 2002) , government-sponsored R&D and pollution-control demonstration programs (Taylor et al., 2005) are some of the factors noted as barriers/facilitators for innovation activity of the firm. From the review analysis on factors affecting/facilitating innovation, firms need to concentrate on these major factors (Table 1) before initiating an innovation activity. When these factors are focused then they facilitate innovation. Further, from the review it was observed that only limited factors are discussed and there are other factors in both internal and external environment that the product or service firm needs to be concentrated during innovation process. Further, these factors majorly focused on manufacturing firms and there is a need to identify whether they are similar to service firms or is there any other factor that could affect service firms uniquely.
Factors affecting innovation activity -firms' perspective vis-à-vis customers' perspective
The earlier discussion in this study identified factors that are classified as internal and external factors in existing literatures. The literature on factors of innovation is analysed by text analysis method using 'R studio' and presented as a 'word cloud' diagram. R environment software is used for calculation of data, modelling and displaying it graphically. Work cloud is a graphical display of words that are shared across documents. Word with larger size displayed in the 'word cloud' is the word that was highly discussed across various literatures. The below given word cloud pictorially explains the factors that were mostly studied in existing literatures (Figure 1 ). On the results of text analysis by combining both internal and external factors, it is found that most of the literatures focused majorly on external factors and among external factors government regulations were considered as a major factor that either act as a barrier/facilitator for adopting innovation in a firm followed by technology factor. Since advancement in technology forms a base for innovating new product/process authors considered availability of new technology in a firm as one of the major factor affecting innovation either positively/negatively. Other major external factors listed were, understanding customer needs, technology and competitors. On focusing the internal factors, availability of finance was the factor majorly studied across literatures followed by knowledge of an employee, internal structure, risk taking and finally age and size of the firm. Both internal and external factors were classified as barrier or facilitator based on the internal perspective of the firm (based on decision makers/employees of the firm) but there is a dearth of studies related in identifying the factors (either barrier or facilitator) that affect customers' adoption (external perspective) of innovation activity provided by the firm. In this review, only the major factors both internal and external to the firm were considered. Further the considered factors as barriers/facilitators for innovation activity either in manufacturing industry/services industry is from internal point of view. That is, authors viewed the factors based on the firms' perspective. Thus, there is dearth of studies that considered the factors acting as barriers/facilitators for the customers in adopting service innovations. Firms frequent innovate services and create attention among the customers and it is not necessary that the customer purchase all the service innovation even though there is a demand, there can be certain factors that block the customer in purchasing a particular service from a firm and there can be a particular reason for a customer in choosing an service innovations. Thus by identifying the major factor that affects customer in choosing a service innovation helps the firm to concentrate on that barrier and evacuate it and enhance the chases of purchasing. Even for customer perspective there can be internal and external factors, thus the future researchers need to identify the major internal and external factors from customer perspective and strengthen the existing literatures on antecedents of service innovation. The major reason to look innovation from customer perspective and firm perspective is that, all innovation brought by the firm may not be accepted by the customer. Though most of the innovation based literatures considered the factors from firm perspective, those factors what firms think as innovation is not considered as innovation by customer. There is a need emerged for a firm to closely work with the customers and develop a strong relationship to understand their needs and wants, this could be achieved by coproduction/co-creation process. There is a drastic change over a century where the shift has taken from production based marking to relationship based marketing, firms want to know how they could build long term relationship with their customers, on identifying and classifying barriers/facilitators from customer perspective on adoption of service innovation could benefit the firm to easily rectify what makes customer buy or not buy their innovations, further they can closely note these factors during creation and offering of the services. Thus, this study took this as a major insight and proposed to classify from both firm perspective and customer perspective.
In additional to these factors there are other factors that acts as a barrier or facilitator to innovation which are less discussed in literatures. And they are competence, time, culture and climate of the organisation, bureaucracy, stress, internationalisation, uncertain demand, inflation, accreditation, market knowledge and economic conditions.
Factors affecting innovation -manufacturing industry vis-à-vis service industry
The word cloud ( Figure 2 ) depicts that the word 'manufacturing' appears in larger size, which indicates that existing literatures frequently studied factors that affect or facilitate innovation from manufacturing perspective whereas service firms were less concentrated. The major factors discussed were:
1 financial factor 2 knowledge of the employee 3 technology 4 government regulations 5 size and age of the firm 6 risk taking ability 7 customer 8 competition 9 structure of the firm and these factors were not differentiated between service and manufacturing firms.
Thus there emerges a need in finding whether these factors play a similar role in service industry exclusively and further are there any other factors that take part especially for service firms. The need arose because studies related on finding factors did not classify factors of innovation based on manufacturing industry and service industry further there were only nine factors that were majorly discussed in existing literatures. In order to substantiate the problem, there is a need for clarification that how innovation is different for service industry from manufacturing industry and is there any other factors that exclusively need to be considered as a barrier/facilitator affecting innovation activity in service firm. Based on the above review the following propositions were considered.
Propositions of the study
The following propositions are framed in order to answer the research question and they are:
factors (internal/external) affecting service innovations are different from that of product innovation there are factors (internal/external) which affect customer acceptance of service innovation there are additional factors (internal/external) which affect service innovation activity of the firm.
Industry selection
The service sector contributes more than half of Indian economy, where the sector contributes to about 66.1% of its gross value added growth in 2015 (Economic Survey, 2016 . The service sector remains the key driver for India's economic growth and the share of service sector in gross capital formation (GCF) has increased from 53.3% in 2011-2012 to reach 58.3% in 2014-2015 where, the GCF growing at 8.7% for service compared to total GCF growth of 5.6% (Economic Survey, 2016) . Further, the FDI equity inflows in service sector have grown by 74.7% while the total FDI equity inflows grew by 26.1% (Union Budget, 2016) . The performance of service sector in India is comparatively better than the secondary sector, especially manufacturing industry and there is a need for service-oriented approaches, theories that would contribute to the further growth of the service sector in India. Three major industries under the service sector were chosen in this study based on Lovelock et al. (2004) The reason for choosing the three industries is discussed below.
In multicultural society and knowledge-based economy like India, higher educational institution should create an opportunity for increasing the number of enrolment and improvement in quality of higher education system. The country has more than 36,000 higher education institutions with the contribution of 59.7% of the overall higher education market size. Indian higher education tops the word with the enrolment of 70 million students in last two decades. The spending on higher education is US$ 6.96 billion and expected to grow with the average annual rate of 18% in next ten years (IBEF, 2015) .
The Indian banking sector consists of 26 public sector banks, 20 private banks, 43 foreign banks and 56 regional and rural banks. The banking sector's assets reached US$ 1.8 trillion in the financial year 2014 in which 70% is accounted for by public sector banks (IBEF, 2015) . Due to the inflation levels, banks are compelled to offer attractive interest rates to protect their franchisees and further in the financial year 2014 private sector banks experienced the significant growth in credit cards and personnel loan businesses (Equity Master, 2015) .
Among other service industries in India, retailing tops the list by accounting for over 8% of employment and 10% of the country's GDP. Several new players enter the retail market in India since it is the most dynamic and fast phased industry. According to the IBEF (2015) report the growth estimate of Indian e-commerce market by 2020 would be US$ 100 billion from US$ 3.5 billion in 2014. The retail industry can be classified as organised and unorganised retail. In India, the unorganised retail outlets account for 92% of the total retail industry. Currently, because of globalisation, high economic growth and improved lifestyle the growth in organised retaining is expected (KPMG, 2014) . Retail industry majorly needs to concentrate on change in behaviour of the customer. Customers frequently change their need based on growth in technology. To satisfy their need, the retail industry should come with radical or incremental innovative services.
Methodology
This study adopted the qualitative techniques of the exploratory research design such as literature review, focus group discussions and In-depth interviews to identify factors affecting innovation from both organisational perspective and customer perspective.
Existing literatures believed qualitative techniques like focus group discussion and in-depth interviews would help the researcher in identifying new factors which were not discussed in the literatures of specific domain. Authors like Netemeyer et al. (1996) , Cadogan et al. (1999) and Bahia and Nantel (2000) in their study adopted exploratory research design to identify new set of factors. Compared to any other qualitative technique focus group discussion and in-depth interview can generate factors both indepth and in-breadth (Eysenbach and Köhler, 2002; Chan, 2001; Parasuraman et al., 2005) and thus in this study all the three qualitative techniques: a literature review b focus group interviews and ( c in-depth interviews were adopted. Initially, a total of 480 articles were collected and after deleting duplication finally 137 articles were taken for thorough review in which 53 articles were classified as factors affecting/facilitating innovation articles. The review on barriers/facilitating factors of innovation helped in identifying nine major factors which were classified as internal and external factors. Since the factors were firm perspective and product specific this study aimed to generate internal and external factors affecting service innovation for both customer and firm perspective. The participants for the focus group discussion were the customers of the three service industries like students for higher education and those customers who frequently do transactions for banking (visit banks at least once a month) and customers who frequently visit the retail store for their purchase (customers who go for shopping at least twice a week). The sampling frame for in-depth interview was the top level management (founder/resident/vice president/general manager) and middle level manager (dean/head of the department/chief manager/area manager). Non-probability purposive sampling technique was used in selecting the sample for qualitative study. Below given Table 2 details on area and sample size considered for focus group discussion.
The details on sample selection procedure adopted to select the sample unit are presented in Table 3 . According to Kitzinger (1995) , Powell et al. (1996) and Greenbaum (1998) , a focus group must overcome three major criteria such as major differences in age of the participants in a single discussions both male and female participants must feel comfortable to participate and the discussion group must be free from power discrimination (all sample must be selected with equal cadre). In this study all the three criteria were considered in selecting the participants. Further, Table 3 exhibits about the targeted sample unit for each industry and what are the inclusion and execution criteria adopted in selecting the candidate as a participant in the discussions.
A total of six focus group discussions were conducted with 73 participants (2 focus group discussion from each industry -higher education, banking and retailing), where the sample units were from the cities like Bangalore, Chennai and Vellore. A semi-structured interview schedule was used and through soft laddering technique codes were elicited. The researcher acted as a moderator and the full discussion was recorded through a video recorder.
Each interviewee was selected based on purposive sampling techniques (Table 4 ) and based on their interest and availability. Table 5 gives on the demographic details of the interviewee where prior appointment was fixed with the interviewee the name and their organisation name were not given in this study in respect of their request.
In-depth interview was conducted with nine participants (three internal employees for each industry) in which one top level decision maker of each industry and two executives in middle level management participated from two different cities (Chennai and Bangalore) and one town (Vellore) in southern India.
A semi-structured interview schedule was used where the researcher acted as an interviewer and the full discussion was recorded through an audio recorder. The qualitative study was conducted for a period of 5 months from August 2014-April 2015.
Ethical consideration
In this study, all the process was carefully undertaken to fulfil ethical values. A request letters was sent to authors whose study was not available on free access where the authors replied with their full paper and permitted to use their findings to support this study. During focus group discussions, it was noted that there was no discrimination in age, gender and power among the participants. Further, during in-depth interviews a formal request was sent to the purposively selected experts in the field and based on their convenience the interview was conducted. The questions were designed in such a way that it would not create restlessness among the respondents to reply. Further an assurance was given to participants in both the qualitative study that their name would not be printed in any forms without their approval and secondly, assurance was given on the video/audio recording that it would be used only for this research study.
Identifying factors affecting service innovation through qualitative approaches
The qualitative approaches such as focus group discussions and in-depth interviews were conducted in this study where the focus group discussion helps to identify the factors from customer perspective and the in-depth interview helps in identifying the factors from firm perspective. Those factors, which were seen as a barriers when rectified become a facilitator for service innovation activity. The identified factors (barriers/facilitators) were classified as internal (within customer/organisation locus of control) and external (outside customer/organisation locus of control) factors.
Focus group discussion
The focus group started with the introduction of the topic by the moderator (the researcher of this study acted as a moderator) and further continued with the discussions among the participants and finally ends with the conclusion of the discussions (Bernhardt and Felter 2004) . The moderator laddered the questions related to internal factors and then external factors and the discussion was recorded (either the video/audio) which is further transcripted to get the factors (Smithson 2000) . From the six focus group discussions a total of 85 factors (that either act as a barrier/facilitates in purchasing a service innovation) and in each discussions when the saturation point was achieved the discussions were ended. The list of factors elicited during focus group discussions were classified as internal and external factors affecting/facilitating customers in purchasing a service innovation is presented in Table 6 . In higher education industry, the participants (students) have discussed a total of 32 major factors that either act as barriers/facilitators in purchasing a service innovation from universities/colleges among which 14 factors were classified as external factors and 18 as internal factors. Similarly, in banking industry of the 26 factors discussed by the participants (customers), 11 factors were classified as external factors and the remaining 15 factors were internal factors. The focus group discussion for retail sector helped in exploring 27 factors from the participants (customers), of which 14 factors were related to external factors and 13 factors were related to internal factors. On merging the internal factors together and external factors together and deleting the duplication the final set of factors obtained was 40 factors among which 18 factors were termed as internal factors and 22 factors were termed as external factors that act as barrier/facilitators to customer in adopting service innovation activity from three different service industries is given as a classification.
Finally, a classification table was framed by combining related factors and provided with a common factor name. The process helped in classifying 5 major internal factors and 6 major external factors that act as a barrier/facilitator to customer in purchasing service innovation.
In-depth interview
The in-depth interview was conducted with three different practitioners (subjects/participants positioning at top level and middle level management in the specific service industry) for each service industry in this study to explore the major internal and external factors that acts as barriers/facilitators for performing service innovation activity frequently in an organisation. Similar to focus group, soft laddering technique was followed in in-depth interview. The interview was completely voice recorded following the request from the interviewee.
The in-depth interviews' responses of top and middle level management related to barriers and facilitators of service innovation activity with the classification of internal and external factors were carefully analysed for brining keywords related to barriers/facilitators of service innovation and the same is presented in Table 7 . Further, the responses of the interviewees from each industry accounted in total about 153 factors of which 89 were classified as internal factors and 64 as external factors. In higher education industry, the in-depth interview helped in identifying a total of 64 factors from top level and middle level management of which the classification resulted in segregating 40 factors as internal factors and 24 factors as external factors. Similarly, in banking industry out of 46 factors explored through In-depth interview, 28 factors were classified as internal factors and remaining 18 as external factors. In retailing of the 43 total factors discussed during in-depth interview, 21 factors were classified as internal factors and 22 factors were classified as external factors. In order to arrive the final factors-internal as well as external, due care was given in terms of avoiding duplication of a specific terms or related terms associated with each industry. In this consolidation process, 58 factors were identified. Out of 58 factors, 35 were termed as internal and 23 factors were termed as external. The results are presented in Table 8 . Table 8 provides the details on the classification of internal as well as external factors from the perspective of employees (firms' perspective) and customer perspective. Based on the codes generated through focus group discussion (customer perspective) and in-depth interview (firm perspective) common factors across service industry was framed and classified in Table 9 in which seven were internal and remaining six were external factors.
Research findings
Overall the research helped in finding and classifying the factors that either act as a barrier or facilitator for a firm bringing innovation and customer accepting that innovation. The end result shows that there are seven internal factors and six external factors from firm perspective and five internal factors and six external factors from customer perspective were these factors could either act as a barrier or facilitator for service innovation activity.
From the service firm perspective, the internal factors were: From the classification of internal and external factors of service innovation, it can be noted that though certain factors are similar to product innovation in this study new factor names are given by generalising the sub factors and further there are additional factors identified exclusively for service innovation. The study further identified and classified internal and external factors affecting/facilitating customer acceptance of service innovation thereby answering proposition of this study. Since these factors were derived by conducting qualitative study from three different service industries. The internal and external validity is attained. That is, with respect to internal validity, the semi-structured questions were framed and made sure that it could exactly explore more factors during focus group discussion and in-depth interviews and further, the moderator used soft-laddering techniques to take the discussion deeper in exploring. During transcription process it was made sure that the factors considered were actually the factors that were discussed during the exploration stage. Two Experts who have more than 15 years of experience in industry and teaching were approached for classifying the factors. With respect to external validity, firstly, the author explored the factors from three different service industries so that a factor not captured in one industry could be reported in other industries and secondly, different locations were chosen with different set of sample for every discussion and interview thereby validating through triangulation process is followed.
Discussions
The major objective in this part of the study is to identify a list of internal and external factors that affect service firms in performing an innovative activity and customers in purchasing the service innovations. It was noted from the marketing literatures on factors that acts as barriers or facilitators, the study identified four major internal factors such as: 1 financial factor (Galia and Legros 2004; Larsen and Lewis, 2007) 2 internal structure (Damanpour and Gopalakrishnan, 1998; Hadjimanolis, 1999) 3 human resource (Von Krogh et al., 2000; Pihkala et al., 2002) 4 age and size of the firm (Yin and Zuscovitch, 1998; Churchill, 2000) Five external factors such as: 1 customer orientation (Lin et al., 2010; Boxer and Rekettye, 2011) 2 competitor orientation (Atuahene-Gima et al., 2005; Crepon and Duguet, 1997) 3 technology (Martikainen, 2008; Segarra-Blasco and Arauzo-Carod, 2008) 4 risk taking (Uzun, 2001; Machogu and Okiko, 2012) 5 government regulations (Pihkala et al., 2002; Taylor et al., 2005) .
From the thorough analysis, it is also noted that these nine factors are specific to manufacturing industry and from internal perspective (that is, employee perspective).
Similar to manufacturing firm, service firms' employees also felt that in order to bring service innovation frequently there is need of proper internal structure for an organisation (Sapolsky, 1967; Damanpour and Gopalakrishnan, 1998; Hadjimanolis, 1999) , the top management need to understand and motivate the employees who bring new ideas thereby many new ideas emerge, especially in service firms the service is created and offered at the same time where the employees directly interact with the customers and thus they need to do things differently resulting in attracting new customers. The service organisation must focus more on providing time for an individual to try new ideas during production and/or delivery of the service since there is heavy pressure for an employee in completing the work tasks they hardly get time to spend on innovation activity which eventually act as a barrier for employees in performing new activities. Employees of a service firms suggested that their ideas needed to be considered before taking any major decision and further they insist that the flow of control needed to be hierarchical, according to the employees when multiple orders comes from different level of management to an employee, he/she would be confused on prioritising the orders thereby the interest towards new ideas diminishes.
The management must ensure that there is effective communication among various departments within the organisations, periodic team meetings and discussions makes the employees to share their new ideas and work together on a single target thereby facilitating innovation. The next internal factor that affects/facilitates service innovation activity is employee involvement, the organisation perceive that there is a positive effect of employee involvement on service innovation activity of the firm, that is if employees involve together the firm frequently produces service innovations, where the employee can contribute in giving a radical service concept or some improvement in existing concepts, a change in a delivery of service, providing additional services, a contribution towards strategic decision and even new ideas to create awareness about the service among users. Literatures in product innovation have noted this factor as human resource factor (Von Krogh et al., 2000; Pihkala et al., 2002) where the skill and knowledge of the employee in bringing innovation was discussed. Three new internal factors that emerged from the analysis are:
Firstly, firm's ability which includes risk taking factor (Uzun, 2001; Machogu and Okiko, 2012) and age and size of the firm (Churchill, 2000; Huergo and Jaumandreu, 2004) specified in existing literatures. The authors have mentioned that a firm which takes a risk on innovation of service that is the firm which could succeed and sustain in the market. The employees stated that innovation is risky and failure is a major worry, since innovation in service gets outdated or imitated by the competitors quickly the enormous finance invested on innovation becomes exhausted and thus, firms do not want to take efforts on performing innovation activity. According to the employees, service firms need to overcome the negative thinking and must take suitable measures like framing appropriate strategies, involve in market orientation, incorporate necessary technological tools and having talented employees and giving them proper training periodically thereby the risk can be minimised. According to Santomero and Trester (1998) and Knight et al. (2003) firms that are willing to take risk would eventually perform better than a firm that is not interested to take risks. Some firms have active R&D, where grounded research is performed and the service innovation is analysed from all dimensions thereby avoiding the failure in various stages of innovation process.
Frequently improving the quality of service offered is also one of the ability of the firm where the customers get attracted because they receive service worth for money. The age of the firm is also a factor that affect innovation activity because younger firms are more involved in innovation activity in order to become a reputed firm, they involve in multiple activities to attract customers compared to reputed firms. Similarly the size of the firm determines innovation since they have many talented employees thereby they can generate more ideas and larger firms can incorporate separate R&D department which is less possible in smaller firms.
The second new factor emerged was the employer support that is when firms facilitate the employees by providing necessary requirements then that would motivate the employees to involve in innovative activities of the firm. Though it appears similar to organisation structure factor, the employer support factor discusses on proving safety and security to employees like assuring job security, financial securities like taking insurance policies and assuring and providing latest safety equipments while working, providing suitable working atmosphere, installing latest technology equipments in the work premises, other resources that supports the innovation activities. The factor deals with the indirect support that the service firm can offer to its employees that would motivate them to involve themselves in creative thinking.
Finally, the nature of service factor emerged specifically for service firms since the characteristic of service is different from that of the product. Service firms need to take in account of the specific characteristics like perishability, homogeneity because in service related firms innovation does not sustain for a longer period of time since, service is generated and received at the same time innovation gets easily exhausted, and thus the service firms need to frequently innovate in order to sustain in the market. It is easy for a manufacturing firm to come with an innovative product and it is same for all the customers whereas service is homogeneous innovation in concepts, process of delivery changes periodically and thus service firms need to incrementally innovate in order to overcome these characteristics barriers.
Thought The technology factor is considered as one of the major external factors in earlier literatures, this study classified it as a major internal factor that acts as a barrier/facilitator for service innovation activity of the firm where, the factor is majorly related to product and process innovation typology that is a firm can bring radical or incremental innovation either in a product (concept) or in the process of delivery of service to the customer for instance, online programmes, e-learning, e-bank account, chip based cards, e-tailing, virtual machines for self designing are some of the product innovation. On the other hand digital books, smart class rooms, internet banking, mobile banking, ATM facilities, retail card swiping machines for purchase payments, remote trolley are some of the technology based process innovation. According to Galia and Legros (2004) , Martikainen (2008) , Segarra-Blasco and Arauzo-Carod (2008) , lack of technology implementation within a firm act as a barrier to innovation.
The external factors affecting or facilitating innovation of a service firms are: The first factor is termed as government and politics is similar to exiting literatures in product innovation which have discussed on rules and regulations framed by government. Authors like Moon and Bretschneider (1997) , Gann et al. (1998) and Sund (2008) in their studies stated that government must frame rules favouring innovation activities, further the government must take measures on liberalisation of certain regulations thereby firms get more opportunity in bringing new ideas. Exception to a certain limit in taxatation policies, financial support, involving the firm and incorporating their suggestions during regulation framing, relaxation to an extent in market regulation policies and labour policies. Since ownership is difficult in service and service based firms, government can take measures in introducing new patent for a period of time exclusively for service innovations.
The second external factor identified is external market, which was less discussed in earlier literatures, one of its sub-factor namely competitor orientation was only exclusively studied by Foley and Gren (1995) Knight (1996) Atuahene-Gima (1996) Crepon and Duguet (1997) . The authors discussed that firms need to perform competitor analysis and know their actions in the market thereby equivalent measures can be taken immediately to overcome their effect in capturing the market. Further, in order to maximise the innovation activity, service firms depends largely on favourable market condition like less number of competitors, reasonable demand for service and support from suppliers of raw materials. The external market must demand for innovation from the service firm, if the market is saturated then firms' think of improving the existing service or diversification thereby igniting the innovation activity, additionally service firms noted that the market must satisfy in supplying all the raw materials including latest technology to convert the idea into practice.
The third external factor identified was customer demand which is similar to customer orientation factor explained in existing literatures (Foley and Gren, 1995; Salomo et al., 2003; Lin et al., 2010; Boxer and Rekettye, 2011) . Understanding the customer needs would help the firm in developing an innovative activity that has high significance for acceptance in the market. In service firms the presence of customer during creation and delivery helps the firms to understand their need better compared to manufacturing firms where the presence of customer is not essential, service firms need to capitalise this advantage and co-create the service along with the customer to attain better performance. Further customer demand on additional aspects such as easy access to the place of service delivery, time taken for service delivery and other beneficiaries which are some barriers to customers on accessing the service and needed to be overcome by the service firms by bringing new ideas.
From the findings it was also noted that managing the supply chain would facilitate innovation in service firms, that is through the relationship with the supplier the retail firm can bring new offerings and concepts to attract customers similarly the relationship helps the firm to favour on credit system, manage the logistic and even sharing of knowledge and resource is possible. Environmental issues is also viewed as one of the external factor related to service firms, sudden change in environment like climate variation, sudden natural calamity would affect the delivery process thereby innovation during delivery can be blocked, further the service firm location may not favour certain innovative activates because of its environment condition. For example, it is difficult to practice innovative activity in frequently flooding locality and similarly online banking/elearning/e-tailing is difficult to practice in rural areas where customer preference to technology is less compared to urban areas.
Finally external finance is also considered as an external factor affecting/facilitating the service firms to innovate. That is getting easy loans from banks, through investors, credit payment options from suppliers, government funding are some of the external sources which can support the new ideas of service firms and help them in funding their innovative activities. Overall the identification of the internal and external factors affecting or facilitating service firms on innovation, it was noted that all the major internal and external factors that were seen as a barrier or facilitator for manufacturing is similar for service firms in additional there are certain other factors (e.g., internalemployer support, nature of service and external-supply chain and environment aspects) that needed to be concentrated by the service firms.
The internal factors facilitating or affecting customers in purchasing service innovation are: On discussing sequentially, the first factor emerged was purchasing power, similar to financial ability factor in organisational perspective, customers felt that to purchase an service innovation there is a need for strong financial background. For example, it is difficult for a daily wages employee to purchase a smart phone to do mobile/internet banking rather he/she would prefer to do transactions by visiting the bank. Similarly, though a retailer installs all the latest innovations in the store the cost of the product might be comparatively high for a low income person and hence the customer hesitate in visiting the store and purchasing the product and thus, a person who has the ability to purchase the product at that cost would only buy the service/product.
Customers in the focus group discussion said that without the need of the service they would not purchase the service even it is innovative. Innovation attracts the customer but purchasing the service is based on only the need and how it satisfies the need of the customer. Further the customers noted that though the service is purchased on need, their need changes frequently and thus they wanted the service firm to frequently bring new changes to satisfy their demand, otherwise there is the possibility of switching from current service provider to the provider who innovates frequently.
The third major internal factor that the customers perceived was the internal ability that is similar to firms' ability in organisational perspective. Resistance to change because of lack of knowledge on innovation is the major concern with customers in accepting innovation, without having proper knowledge on accessing the service innovation it is difficult to decide whether to buy or not to buy the innovated service product. Further, customers in the focus group believed that the fear of acceptance is one of the major factors that act as a barrier for the acceptance of service innovation, customers feel better to follow existing process than taking risk with new process and they feel that the existing process is safe and secure. In order to overcome this barrier service firms need to provide proper knowledge and training on new processes to customers as they do to their employees on accessing new technology. Further, customers expect service firms to give proper assurance of customers' safety and security related to access of service innovations.
The fourth factor was the past experience with the service firm. When the customer is not satisfied with the earlier innovation he/she would not show interest in purchasing the later innovations from the firm unless there is significant need. Similarly for experiencing service the location and time must be favourable for the customer, if the service firm is situated in a longer place then customer feels that it takes longer time and cost to access the service innovation and thus that is the barrier for innovation. The services firms can introduce new technology like mobile applications/online support system where customers can easily access the service thereby overcoming location and time barriers. If the customer in his/her past experience felt accessing the service innovation safe and secure then that motivated him to be associated with the firm and support new ideas. Similarly when he/she is satisfied with earlier innovations that would create a brand attitude eventually result in buying behaviour (purchase intention/cross buying behaviour/repurchase intention) (Liu and Wu, 2007; Yoon et al., 1993; DeRuyter et al., 2001) .
Availability of technology in the market which was named as a fifth internal factor from service firm perspective is the same noted by customer as a external factor affecting their adoption of innovation, though innovation exist in the market there is the time delay of implementation of that innovation in the local market. For example remote trolley in retail stores are available in other countries whereas in India this technological tool is not available in most of the retail stores and this factor is seen as a barrier for customer in adopting the known innovation. The first major factor arrived with the analysis through focus group discussion was termed as external communication, customers in higher education, banking and retail industry pointed out that the awareness created on the service innovation facilitates in purchasing the service. Earlier marketing literatures (Bhattacharya and Ritter, 1983; Ebadi and Utterback, 1984; Darroch, 2005 ) discussed theoretically and empirically the effect of communication on buying behaviour and in this qualitative study the positive effect of communication on service innovation is observed based on the codes elicited during focus group discussion.
The second factor arrived was rules and regulation which was noted as a factor that either act as a barrier or facilitator for adopting a service innovation, the service firms create certain conditions like minimum balance to perform internet banking, time limit in accessing digital library in colleges, online product purchase terms and conditions are some of the examples mentioned during the discussion. Customers insisted that relaxing these rules to certain extent would allow them to utilise the service better.
The next external factor to be discussed on facilitating/affecting customers adopting service innovation is firm preference, customer evaluate the firm based on the quality of the service they offer, service quality is the major component that the customer notice, when an service innovation is with expected quality then that would facilitate the purchase intention of a customer where the flow of effect is in line with existing marketing literatures related to product innovation (Barras, 1986; Parasuraman, 2010) . Further when customer notice service innovation from reputed firms then the effect of accepting the service is higher (Henard and Dacin, 2010) , the reputation of the firm is determined by the success of the firm over a period of time and the trust created would help the firm to sell the innovation easily.
Pressure from family and job was also seen as an external pressure factor that affects the adoption of innovation, students who participated in higher education industry focus group discussion said that though they were interested in undergoing an innovative programme the pressure from parents would act as a barrier in choosing the programme. In banking industry, the customers' discussion that the firm in which they work would have a memorandum of understanding (hereafter MOU) with a bank for salary account and since the salary is credited through the particular banks the employees are forced to hold an account in that bank.
Factors like availability of loans, financing for purchase, credit based payments are grouped and termed as an external finance factor. When innovative firms arrange for external finance then that would facilitate the customer acceptance of innovation. There are innovation related literatures (Giudici and Paleari, 2000; Becchetti and Trovato, 2002) specific to manufacturing firm that have mentioned how the external finance can motivate to perform innovative activities but there is death of literatures explaining how external finance facilitate customers in adopting service innovation. Access to service which was earlier discuses (in customer demand factor -external factors of innovation in service firms) is also one of the external factors under barriers and facilitators affecting customers' adoption of innovation. That is, customer demand for easy access to service from the service firm which was majorly discussed during focus group interviews with customers. Though a service firm frequently innovate, the access to those service must be convenient and easy, like availability of service in nearby locations, based on customers' preferred time schedule, providing pleasant environment during service delivery process, security and safety for customer, providing clear information about the product are all the ways the customers expect from a service firm in order to accept the service innovation.
The identified internal and external factors facilitating/affecting service organisation performing innovative activity and customer purchasing service innovation above helps the managers of the service firms and the researchers to concentrate on these factors and overcome the barriers that block service innovation activity of the firm and customers purchasing the service innovation from a firm thereby attaining both financial and nonfinancial performances like profit margin, growth, customer satisfaction and finally competitive advantage.
Implications and conclusions
On the theoretical contribution side, firstly, the findings on the internal and external factors acts as barriers/facilitators of service innovation from firm's perspective theoretically contributes the prevailing gap and the future research can adopt these factors and test their effects on the performance of service firms and prioritise the major factor. The customer perspective factors present a new perspective to the researchers to understand the role of factors that act as barriers/facilitators for customers in their purchase decision related to service innovation product/process from the firms.
The study helps the future researcher/managers who are focused on services marketing and service based industries that innovation in manufacturing sector is different from that of service; there are additional factors which could affect bringing innovation in services which was not well explained by existing literatures. The obtained result indicates that the additional factors could also act as a barrier or facilitator in bringing innovation frequently. The classification drawn from the study could be a basis/guide for future researchers in identifying additional factors in a different service industry since; the heterogeneity characteristics indicates that one service is different from another. Researchers can also make an attempt in further classifying the factors from a different perspective which could better facilitate the decision makers in rectifying the barrier and making it as a facilitator in producing service innovation frequently.
On the managerial implication side, since service firms immensely depended on theories and approaches of the manufacturing firms, the service sector specific identification of internal and external factor from both firm's perspective and customer perspective from this study would provide an insight to the decision makers/managers of the service firms to understand the major factor that act as a barrier or facilitator for firms bring service innovation and customers purchasing the service thereby the firms can take effort on overcoming the barrier thereby they can easily market the service innovations to target customers.
This research has identified the major internal and external factors affecting both organisation in bringing service innovation and customers in accepting service innovation from the firm but not empirically tested where the future research can be on empirical study of these set of identified factors of service innovation and prioritise the factors.
The study concludes by proposing a set of factors that act as barriers/facilitators for firms in bringing service innovation and customers in accepting service innovation. The factors identified were classified as internal and external factors specific to service firms. It was noted that certain factors identified for service innovation were similar to existing product innovation factors further there are certain other factors identified exclusively for service innovation. The customer perspective factors helps the firms to understand the major barrier/facilitator affecting customers in purchasing the service innovation thereby certain measures can be taken to overcome the barriers for gaining competitive advantage and financial/non-financial performance.
